The purpose of this study was to examine and analyze the effect of selling prices and sales promotions on the decision to purchase SONY brand home theater products. This study uses data collection methods by publishing questionnaires with samples taken from 75 respondents. The data of this study are Home Theater consumers at Hypermart Karawaci stores on electronic counters for 3 months from October to December 2016. The sampling used was purposive sampling technique which was taken from the population for a sample of 150 people. The data analysis technique uses multiple regression analysis techniques. The results showed that partially the selling price had a positive and significant effect on the decision to purchase SONY brand home theater products. Sales promotion partially has a positive and significant effect on the decision to purchase SONY brand home theater products. Selling Prices and Sales Promotions simultaneous have a significant effect on the decision to purchase SONY brand Home theater products with a coefficient of determination (R2) of 0.258. Research contributions show that Selling Prices and Sales Promotions can confirm marketing theories, selling prices and sales promotions.
Introduction
Current technological developments have been able to create new breakthroughs in the electronic field from the start of communication tools to audio visual, one of which is a product that we know as a video or audio player, a device that can bring video or audio stored into a small device such as a Ribbon or CD that is connected and displayed to a TV or monitor screen. These products are usually used by companies or agencies to support work functions or as entertainment such as cinemas. However, during the time these products have undergone changes and developments, from those that have only limited specifications with low quality audio video to metamorphosis supported by sophisticated devices to produce high-quality video audio called high definition and resolution in a product called Home theater, a video and audio player that is produced ICEMA by a hardware device such as a CD, DVD or softcopy data such as USB or external hard drive and produces high quality video audio quality, usually this device is used to play movies or just listen to songs.
Increasing consumer demand spurred electronics manufacturers to compete in innovating and producing Home Theater such as Samsung, LG, Pioneer or SONY. SONY is one of the Japanese manufacturer companies which were established on May 7, 1946 , this electronics giant is one of the most experienced companies in the field of Audio Video selling Home Theater in Indonesia. Sony is working with several parties to conduct buying and selling activities. One of them is PT. SONY Indonesia, a supplier company that has a store called SONY CENTER. But the sales data for the last 4 years of 2012 to 2015 Home theaters at SONY CENTER has decreased significantly from previous years. This is due to many factors, especially the price tag that exceeds the price of competitors even though in terms of specifications or features SONY is superior.
In addition, sales promotion is also an obstacle faced by SONY in selling or marketing its Home Theater, promotion is one of the needs to diversify the strategy of selling products, the strategy of sales promotion that is owned by SONY is not as much as competitors do in this case the competitors mean more to make a diversity starting from monthly or weekly sales promotions like those taken from one of the national retail company promotion catalogs. The lack of information in the form of advertisement promotion is one of the obstacles faced by SONY in selling its products because advertising is a very important medium in providing information to the public about its products without advertising consumers will not know or be aware of the products sold, with advertisements a product will be known by the community, of course, advertising is in accordance with the objectives of the product to be targeted.
Based on the background of the problem that has been stated, several things can be identified as follows: The purpose of this study is to compare the theories obtained from the phenomena that occur and seek and collect so that they can answer the problems that faced by the company. The objectives of this study are as follows:
1. To test and analyze the effect of selling price on the decision to purchase SONY brand home theater products 2. To test and analyze the effect of sales promotion on the decision to purchase of Sony Brand Home Theater products 3. To test and analyze the effect of selling price and sales promotion simultaneously on the decision to purchase a SONY Theater brand Home products.
Marketing is a social process in which individuals and groups get what they need and want by creating, offering, and freely exchanging valuable products with other parties (Kotler, 2000: 9) . Marketing is an effort or desire to distribute goods and services from producers to consumers (Stanton, 2002:2). A total system of business activities designed to plan, determine prices, promote and distribute goods that can satisfy desires and achieve market goals and objectives of the company (Saladin, 2003:1) .
Marketing mix is a combination of four variables or activities that are the core of the company's marketing system, namely products, price structures, promotional activities and distribution systems (Swastha, 2000:42 According to Philip Kotler and Gary Armstrong (2008: 345) said price as a sum of money that is billed for a product or service, or the amount of value that is exchanged by customers to benefit from owning or using a product or service. Price as a sum of money (plus several items if possible) needed to get a number of combinations of goods and services (Swastha, 2002: 185) . The company takes an approach to pricing based on the objectives it aims to achieve. The purpose of pricing according to Philip
Kolter and Gary Armstrong (2008: 355) is to include survival, maximizing current profits, market share leadership, or retaining customers who build relationships.
Promotional mix is a combination of promotional tools, namely advertising, face-toface sales, sales promotions and publicity designed to sell goods and services (Swastha, 2002: 28) . The forms of promotion according to the task in particular are Mass selling, Personal selling, Sales Promotion, Public relations and Direct marketing (Tjiptono, 2009: 222) . Promotion is an effort or activity of the company in influencing "actual consumers"
and "potential consumers" so that they want to make purchases on the products offered, now or in the future (Sistaningrum, 2002: 98).
The integration process will impact to combines the attitude of knowledge to evaluate two or more alternative behaviors, and choose one of them (Nugroho, 2003:38) . The consumer decision process is not ended with the purchase, but continues until the purchase becomes an experience for consumers in using the purchased product. That The selling price of the product can influence purchasing decisions because price is one of the benchmarks also in the segmentation of consumers who will buy the product. With the selling price, we can estimate the group of consumers who will buy and consider the marketing strategy for the company in competition with competitors.
Through this marketing mix strategy, the company can increase purchasing decisions because the right sales promotion strategy will attract consumers to buy the product, usually this strategy is done if the product is not yet known or just wants to increase sales because the sales conditions are down. There are many ways in this strategy, for example with promotion discounts, purchase bonuses or cash back.
The right selling price with the intended target customers is also competing with competitors and sales promotions to support product sales can influence consumers to consider buying a product. 
The hypotheses of the problems studied are:
1. Selling price partially has a positive and significant effect on Sony home theater purchasing decisions.
2. Sales promotion partially has a positive and significant effect on Sony home theater purchasing decisions.
3. Selling prices and sales promotions simultaneously has a significant effect on Sony home theater purchasing decisions. Or in other words, items or statements have a positive correlation, so that all statements can be said to be valid and data can be used in this study. 
Research Methodology

Data Analysis and Results
Test Validity
Reliability Test
Normality Test
Based on table 3 above shows that a significant value of 0.590 is greater than 0.05.
So that it can be concluded, that the data in this study have a regression model that is normally distributed. 
Heterocadicity Test
Based on Figure 2 above it can be seen that the points contained in the graph spread randomly, and did not form a specific pattern clearly and spread both above and below the number 0 on the Y axis. This shows that, the variables contained in the study this does not have the problem of heteroscedasticity.
Autocorrelation Test
Multicollinearity Test
Based on between independent variables. So the regression model in this study does not find multicollinearity problems and has met the prerequisites of a good regression model. is not significant because the value is above 0.05, while the promotion variable has a significant value of 0.090 because the value is below than 0.05.
Multiple Linear Regression Analysis
The number of coefficient X1 1,270 shows that every increase that occurs in the price variable will increase sales volume, the number of coefficients X2 is 0.090, so each increase in the promotion variable will increase sales volume. Based on the results of the t-test above, it is known that the value of tcount is 4.991
T test (partial)
where the t-count is greater than t table (df = 72, α = 0.05) of 2000 or 4.991> 2,000.
In addition, the value of sig is known. Equal to 0 where the value is sig. smaller than 0.05 or 0> 0.05, meaning that prices are partially positive and significant effect on purchasing decisions.
Based on the results of the t test, it is known that the value of t count is 4.491 where the t-count is greater than t table (df = 61, α = 0.05) of 1.992 or 2.125> 2,000. In addition, the value of sig is known. Amounting to 0.025 where the sig value. Smaller than 0.05 or 0.025> 0.05 then Ho is rejected and Ha is accepted, meaning that the promotion has a significant effect on purchasing decisions. 
F Test (Simultaneous)
Conclusion
Based on the results of the research and discussion in the previous chapter, conclusions can be drawn as follows: 
Suggestion
Based on the conclusions of the discussion of the results of the research and the discovery of the problem at the time of conducting the research, the researchers tried to give suggestions for future improvements, namely as follows:
1. In consideration of pricing policies For PT SONY Indonesia as principal of SONY brand electronic goods, it is recommended that prices pegged according to the specifications and facilities obtained by consumers also weigh the prices of competitors so that prices are more competitive and can survive in the market. Also transporting the stability of prices on the market, by balancing prices in the market business people such as retailers or distributors for these products can get maximum profits so they can continue to help market the product.
2. As a consideration in the policy of choosing the right promotion according to segmentation. With the right promotion can increase consumer buying interest or purchasing decisions, companies can slaughter seeing and analyzing desires than consumers. So that the promotions sold are suitable for the target market or consumer desires.
